Today the economic growth in many parts of the world has increased, especially in developing country, such Indonesia country. With increased economic growth, income and purchasing power of consumers also increased especially in big city like Jakarta. Increased incomes allow consumers to meet their secondary and tertiary needs such air conditioning (AC), washing machine, refrigerator with advanced technology. The purpose of this study was to determine the effect of product quality, perceived price and brand image of the brand purchase decision on Japan's electronics are mediated by consumer trust. Population of this research is visitors of electronic city outlet in South Jakarta and questionnaires were distributed to 376 visitors Electronics City in SCBD and in Pondok Indah Mall using multistage cluster random sampling technique. Data were analyzed using Structural Equation Modeling ( SEM ). The results showed that there are product quality and perceived price have significant and positive effect of the purchase decision; product quality, brand image and perceived price have significant and positive effect of the customer trust; customer trust has significant and positive effect of the purchase decision; no effect of brand image of purchase decision; product quality, perceived price and brand image of the purchase decision mediated by consumer trust in electronic products of Japanese brand .
INTRODUCTION
Today the economic growth in many parts of the world has increased, especially in developing countries, one of the Indonesian country. With economic growth increased, income and purchasing power of consumers also increased, especially in big cities like Jakarta. Income Increased allow consumers to meet the needs of the secondary and tertiary of them to buy a product that will make them more comfortable, such as Air Conditioning (AC), washing machine, refrigerator, microwave, television with advanced technology. In the process of purchase of the products above, consumers will try to get a quality product, to see information of the advertising, the fair price and they are usually more confidence in the products that come from a particular country ( Country Of Origin) . This is consistent with the theory Kotler et al., (which states that the marketing stimuli such as product information , pricing and promotion of the Country Of Origin will raise consumer purchasing decisions .
Country Of Origin is the overall consumer perceptions of products from certain countries ,which are based on previous perceptions about the production and the marketing power of that country (Roth and Romeo, 1992) . Country Of Origin effect raises the consumer perception of the value of the products originating from certain countries (Chinen et al., 2000) .
According to Assaf and Josiassen (2010 ) , that the product of the Country Of Origin effects can influence consumer purchasing decisions. Additionally Country Of Origin effect is used in marketing as an important factor for the company image (Josiassen and Harzing , 2008) . Solomon (2004) suggest that COO influence the decion making and also product assement as the customer believes that product Made certain country have certain distinguishing features. In addition, the attributes of the product quality perception of COO considered by consumer when deciding to purchase a product (Han, 1990) .
Price is one of the tools marketer may use to confront the market, either by directly attracting, make purchase decision and retain clients or fighting against competitors. (Boonlertvanich, 2009) . Rindell et al. (2011) states that brand image has positive and significant influence on purchase decision. As a consumer want to make purchase decision on global product, he considers the country of the brand as the evaluation source (Schiffman and Kanuk (2007) . Jime 'nez and Martin (2012) mention that trust can be formed by the image of products based on the country of origin of products and also can make purchase decision. Based on the above phenomenon the author will conduct research on the topic: is there any influence product quality, perceived price and brand image of the brand purchase decision on electronic products from Japan as Country Of Origin mediated by consumer trust.
LITERATURE REVIEW
Product Quality. According to Lee and Tai (2009) , marketing manager shoulsd be able to implement marketing strategies and activities as to promote consumers perceptions of hiher product quality. A study by Toivonen (2012) reveals that the quality of a tangible can be determined by its technical characteristic and its performance aspects. Quality has been defined as the perception of superior product compared to other competing products (Garvin 1998; Zeithaml 1988) . According to Garvin (1998), Juran and Gryna (1989) , there are four dimensions of product quality perception of COO, namely: (a) Performance: the performance of the product in accordance with its function; (b) Durability: how long a product can be used; (c) Security: safe in using the product In addition to the above dimensions, the country of origin of products and technology are the attributes of the product quality perception of COO considered by consumers when deciding to purchase a product (Han, 1990) . Furthermore, Aaker and Alvarez del Blanco (1995) and Lassar et al., (1995) , said that the perception of product quality attributes are: high quality products and continuous innovation.
Perceived Price. According to Ahmad and Vays (2011) , pricing is how buyers view a product's price, as high, low or fair, which ultimately affects cnsumers'willingnes to buy the product. Perception of the price is a sense of whether the price of a product is expensive or cheap (Erevelles, Roy, and Vargo, 1999) . Erickson and Johansen (1985) states that the price as a currency should be sacrificed by consumers to get benefit from the products or services purchased. Teas and Agarwal (2000 ) argues that the price offered was positively related to the perception of product quality and sacrificed by consumers. Price, as a heuristic cue, is more readily observable than quality (Yoon, Oh, Song, Kim, and Kim, 2014) .
Pricing enables companies to segment markets, define products, create incentives for consumers and even send signals to competitor (Atchariyachanvanich and Hitoshi, 2007) . Price is one of the tools marketer may use to confront the market, either by directly attracting and retain clients or fighting against competitors and also can make purchase decison (Boonlertvanich, 2009 ). Chih (2012 suggests, attributes of perception of the price toward the product COO, are: (a) Consumers trust the quality of products that offered is accordance with the price offered, (b) Manufacturers provide discounts for products marketed, (c) When compared with competitors' prices, the prices charged by manufacturers makes sense, (d) Overall, consumers are satisfied with the price of the product, (e) Consumers will consider information from experts about the price of a product that will be purchased.
In addition, according to Feick and Price (1987) , attributes of price perception toward product COO is: (a) Overall, high price products reflects high producst quality; (b) Buying products with brand that price is expensive, made consumers feel classy .
Brand Image. Acccoding to Rindell et al. (2011) , brand image has positive and signifikan influence on purchase behavior. Ryu et.al., (2008) , suggests brand image is a determinant affecting customers'subjective perceptions and consequent behaviors. The more favorable the brand image, the more positive the attitude toward the branded product and its attributes (Aghekyan-Simonian et.al., 2012) . Brand image aids a consumer in recognizing his/her needs and wants regarding the brand from other rivals (Anwar, Gulzar, Sohail, and Akram, 2011) . Utama (2007) , stating that the image is the overall perception of the object formed by the consumer through the processing of information from various sources. According Martinez et al (2008) , the brand image is composed of: (a) Favorite; (b) Attribute. Moreover, Martinez et al (2008) , stated to measure brand image is: (a) Brand provides a good value of money spent; (b) There is a reason to buy a brand of product compared to other product brands; (c) The brand is different from the other competing brands.
Purchase Decision. The purchase decision process is seen as an activity which consists of a selection, obtaining and evaluating (Rossiter, 2003) . Kotler et al., (1999) suggest that marketing and environmental stimuli enter the consumer characteristics and the purchase decision process. Through consumption and the value of the products for consumers that reflect social and environmental influences can affect the need for compliance and creating purchase behavior (Kim et al., 2002) .
According Gurhan-Canli and Maheswaran (2000) states that the place or location of manufactured products influence consumer purchase decisions. Well acquainted with or familiar to a product or brand is one of the factors for consumers in deciding whether to buy the product concerned (Han, 1990) .
Konsumer will evaluate products made by developed countries in making purchasing decisions (Schooler, 1965) . Reputation of product that can make a consumer decides to buy a product Roth and Romeo (1992 ) ; Nagashima (1970) . If consumers feel the products purchased will improve its image, then they will make a purchase which refers Nagashima 's (1970) . Further payment system and the product can be returned if it is damaged is one factor for consumers to make purchases (Mas'ud, 2004) .
Consumers will decide to buy the product because it is influenced by friends or family (Johansson, 2000) . If consumers feel the products purchased will improve its image, then they will make a purchase (Nagashima, 1970) . Further payment system and the product can be returned if it is damaged is one factor for consumers to make purchase (Mas'ud, 2004) . Consumers will decide to buy the product because it is influenced by friends or family (Johansson, 2000) .
Consumer Trust. Wu, Chen, and Chung (2010) , trust is one of the central features of buyer-seller relationships. There is trust builds when the customer has confidence in a service provider's reliability and integrity (Kim, Kim, and Kim, 2009) . Trust is the willingness of a party to be vulnerable to the actions of another party on the expectation that the other will perform a particular action important to the trustor, irrespective of the ability to monitor or control that other party (Chinomona and Cheng, 2013) . Jime'nez and Martin ( 2012) mention, trust can be formed by the image of products based on the country of origin of products and also the knowledge of the product or brand. Belief can be interpreted as a mechanism to reduce uncertainty and avoid the uncertainty that would arise (Chiu et al. 2012 ). Kinicki and Kreitner (2009) states that trust is a reciprocal relationship between interest and also certain behaviors on aspects of the relationship "give and take". According to Chang and Chen (2008 ) and Jime'nez and Martin (2010) , indicators of consumer confidence in product COO, are: (a) The products have benefits that consumers need; (b) The products offered are in accordance with the quality promise product performance; (c) The products offered have quality guarantee.
Furthermore, Haslinda et al., (2014) , suggest that the indicator of consumer confidence in product COO, are: (1) Consumers trust the quality of the brand products; (2) Reputation of brand reliable. According to Yu and Albaum (1999) , consumer confidence in the products made by certain countries that have certain features that distinguish it from other products.
Previous Research. According to Ettenson and Client (1998) , the brand image of certain countries influences consumer purchasing decisions. In addition, price and product quality influence purchasing decisions (Alfred, 2013) . Furthermore, consumer trusts influence consumer purchasing decisions (Geven and Straub, 2004) . Flafian et al. (2005) stated that brand image has a positive effect on consumer trust. Huang et al. (2004) and Phau et al. (2009) states that price and quality product affect consumer trust. From previous research, the authors add the mediation that is: the influence of product quality on purchase decision mediated by customer trust; the influence of brand image on purchase decision mediated by customer trust and the influence price to purchase decision mediated by consmer trust.
METHOD Conceptual hypothesis:
H1 : There is a quality product influence on purchase decision . H2 : There is a perceived price influence on the purchase decision . H3 : There is the influence of brand image on the purchase decision .
H4 : There is the influence of brand image on consumer trust . H5 : There is a trust to influence consumer purchase decision . H6: There is a quality product influence on consumer trust. H7: There is the influence of percived price on consumer trust. H8: There is influence on the purchase decision quality product that is mediated by the customer trust. H9: There is influence on the purchase decision brand image that is mediated by the customer trust. H10: There is the influence of price on the purchase decision that is mediated by the customer trust.
Sample And Data Collection. Samples were visitors Elektronic City outlet in the Sudirman Central Business District (SCBD) and the Pondok Indah Mal, South Jakarta. Sampling was done by multistage random sampling technique. Furthermore data collection is done by distributing questionnaires to visitors at the outlet selected, namely in SCBD and Pondok Indah Mall. The questionnaire consists of six parts, namely the characteristics of the respondent, product quality, brand image, price, purchase decision, and customer trust. The data collection was conducted over seven days so that the total sample of 420 people. Because not all visitors willing to fill out the questionnaire, the number of samples acquired only 400 people, and from 400 people, only 376 samples can be included in the subsequent analysis because their answers to all the questions completely so that there are no missing data. According to Hair et al. (2006) , determination of the number of samples can be done by multiplying the number of indicators with numbers 5 -10. Since the number of indicators this study there were 36, then the total sample of 360 people. Thus, the sample size of this study already adequate.
Data analysis method.
This study uses some of the techniques of data analysis. Descriptive statistics are used to describe the characteristics of the respondent. Chronbach 'alpha is used to test the reliability of measurement instruments. Structural Equation Modeling (SEM) was used in addition to test the validity and reliability of measurement instruments, as well as to examine the relationship between variables that are hypothesized. SEM methods was used in this study is the maximum likelihood estimation and used as a one step approach in the modeling approach SEM. Sobelt test was used to test the effect of mediating variable in the relationship between variables. Descriptive statistical analysis and Cronbach 'alpha performed with SPSS 17. SEM analysis was done by using AMOS program. Sobelt test calculationt was done by using software that already available at site quantpsy.org.
RESULTS

Profile of Respondents.
The results of this study indicate that the number of male respondents (49.5%) is not much different from the number of female respondents (50%). Most of them educated S1 (45.3%) and elementary -high school (37.3%), working as private employees (41.5%), and has a monthly expenditure of Rp 3,000,001 -Rp. 5,000,000 (38.3%). Clearly, the respondent profile can be seen in Overall Model Fit. Before evaluating the degree of fit of the measurement model and the structural model fit, evaluation of the level of overall suitability model (overall model fit) need to be done first. Test aimed to evaluate the suitability of the general degree of suitability or goodness of fit (GOF) between the data model (Haryono and Ward, 2012, p.132) . This study uses several measures of GOF (GOF Indices) that is commonly used by researchers. The evaluation results show that the overall model fit chi-square value amounted to 1307.943 with a probability of 0.000, which means that the null hypothesis is rejected hypothesized model that is not the same with empirical data. It states the model does not fit. However, if viewed from the other criteria fit that is the ratio χ² / df, TLI, CFI and RMSEA results are already qualified recommended that value ratio χ² / df in the range of 1-5, the value of TLI and CFI above 0.90, and the value RMSEA below ≤ 0:08 but for GFI criteria and AGFI each with a value of 0825 and 0799 is still below the required ≥ 0.9. Therefore, this research revised models by taking into account the value of the index modification and the result can be seen at Table 2.  From Table 2 above, it can be seen that the chi-square value decreased from 1307.546 to 1077.546 with fixed probability 0.000. Also is the value ratio χ² / df from 2515 into 2113. RMSEA values from 0064 into 0054. Meanwhile, the value of GFI has improved from 0825 into 0853. Likewise with AGFI value of 0799 into 0828. TLI and CFI value of 0.900 and 0.908 respectively to 0927 and 0933. Thus, the overall model can be considered fit to the data. 
Measurement Model Fit.
Once the model is declared fit, the next step is the evaluation of the suitability of the measurement model (measurement model fit). This evaluation is done separately include (1) whether an indicator actually measures the latent constructs or validity, and (2) how much the level of consistency of these indicators measure constructs latent or reliability (Yamin and Kurniawan, 2009, pp.35-36) . The variables in this study consisted of three constructs exogenous are: product quality, brand image, and price, and the two constructs endogenous namely purchase decision and consumer trust. while the variable purchase decision and customer trust is endogenous constructs. To test whether the indicators of exogenous and endogenous constructs can explain each of these constructs, used confirmatory factor analysis (CFA). Table 3 presents the results of confirmatory factor analysis to construct exogenous and endogenous. As can be seen in the table, an indicator of the construct entirely exogenous and endogenous construct significant because it has the t-value> 1.96 or the value of <0.05. In addition, all indicators of the constructs are valid because it has a standard loading factor> 0.5. Once declared valid, then the indicators of exogenous and endogenous constructs evaluated or tested reliability. This study using Cronbach 'alpha (α), composite realibility (CR), and the average variance extracted (AVE) to test the reliability of the construct. Based on table 3 above, the value of α and CR for all constructs of exogenous and endogenous appear larger than the required value is 0.70. So is the value AVE appear larger than the required value > 0.05. Thus, it can be concluded that the entire construct of exogenous and endogenous had good reliability.
Structural Model Fit. The evaluation of the structural model associated with testing between variables previously hypothesized (Yamin and Kurniawan, 2009, P.39) . In this study, there are ten hypothesis. Testing is done by comparing the probability value significance level used in this study is 0.05. If the value of Critical Ratio (C.R.) ≥ 1,967 or probability value (p) <0.05, then H1 accepted. Here's a picture of the structural model with the standardized factor loading value. Table 4 presents the results of hypothesis testing direct effect. As can be seen in the table, only the second hypothesis (H2) declined (P >0.05), the rest (H1, H3, H4, H5, H6 and H7) are accepted (P <0.05). It can be concluded that the product quality and price positive and significant impact on the purchase decision of electronic product brands from Japan as Country Of Origin. Likewise, product quality, brand image and price positive and significant impact on customer trust, and customer trust positive and significant impact on the purchase decision of electronic product brands from Japan as Country Of Origin. Meanwhile, brand image does not affect the purchase decision of electronic products brands from Japan as Country Of Origin. Mediation effect. Table 5 presents the test results mediating variable trust in the relationship between product quality, brand image, and price with the purchase decision. From the table, can be looked trust mediates the relationship between product quality, brand image, and price with the purchase decision. In this case, trust acts as a partial mediator in the relationship between product quality with the purchase decision (the mediating effect = 0066, P = 0.006), and in the relationship between the price with the purchase decision (the mediating effect 0.092, P = 0.001), because the product quality and price has a direct influence on the purchase decision. Meanwhile, in the relationship between brand image with the purchase decision, trusts act as a full mediator (mediating effect = 0.092, P = 0.001), because the brand image does not have a direct influence on the purchase decision. Thus, it can be concluded that the H8, H9 and H10 are all accepted. 
DISCUSSION
The results of researched by authors showed that the product quality and price positive and significant impact on the purchase decision. This is appropriate to research conducted by Alfred, (2013) , which stated price and product quality affects the purchase decision. In addition, the results of researched by authors showed that product quality, brand image and price positive and significant impact on customer trust. But not all the variables appropriate to the studied by Huang et al. (2004) and Phau et al. (2009) , where the results of researched by Huang et al, and Phau et.al , that the price and quality product affects consumer trust, but brand image not affect customer trust because the product under study is different where Huang et al studied the gray market goods and Phau investigating the counterfeit of luxury brands, while the author examines electronic products. Electronic products from Japan Country of Origin) are researched by the authors, where in general the consumer has a good image of the product comes from a country known for certain products, such as Japan with electronic products.
Furthermore, the results of researched by authors suggest that consumer trust affecting purchase decision. The results are consistent with the results of research conducted by Gefen and Straub (2004) which states consumer trust influence the purchase decision. Flafian et al. (2005) states that the brand image positive affect on consumer trust. The results are consistent with the results of researched conducted by the authors that brand image has positive affect on customer trust.
According to Ettenson and Klient (1998; Akram, Akram, and Merunka, 2011) , the brand image of certain countries influence purchase decision. But the brand image of electronic products studied by author not influence purchase decisions, in this case is not consistent with studies conducted by Ettenson and Klien, because Ettenson and Klient researching foreign product purchase without specification of the products.
Besides, there are no influence of brand image to purchase decision because electronic products are researched by the author although originating from Japan (COO), the price is not expensive. Electronic products be in category of shopping goods that the price not expensive than specialty goods where the price expensive such as luxury cars, luxury fashion and others that come from specific country.
The results showed product quality and price have positive and significant impact on the purchase decision of Japan brand electronic products, because consumers in making purchase decisions, they will take into consideration the quality of the product and price in this case consumers feel that electronic product brands from Japan have good quality which has high durability and the price affordable. In addition, product quality, brand image and price have significant positive affect on customer trust. In this case, besides the quality of brand is good, consumers trust the price of electronics product brands compete with the prices charged by other electronic manufacturers, and brand reputation of electronic brands of Japan are reliable.
Furthermore, customer trust has significant positive affect of purchase decision because consumers trust the electronic product brands that made by Japan has certain features that are not owned by other electronics brands. But the brand image does not affect the purchase decision of electronic products because electronic products category as shopping goods where the price is not as expensive as the price of luxury products such as luxury cars, luxury homes and others. There are the influence of perceived quality, perceived price and brand image of the purchase decision that are mediated by the customer trust because if customer trust of perceived quality, perceived price, and brand image of electronic product brands from Japan, therefore customers will buy the product.
Based on the research results, it should be for producers who manufacture electronic products from Japan improve product quality such as improving product durability and sustainable innovation at an affordable price. In addition, to improve the image of the product, manufacturers can promote the features of electronic products that are different from other electronic products to be favored by consumers. With the above strategy, producers can make consumers trust toward electronics products brand from Japan and then they will make a purchase, therefore the volume of sales may increase.
CONCLUSION
The results showed that the product quality and price have positive and significant impact on the purchase decision. Likewise, product quality, brand image and price positive have significant impact on customer trust, customer trust has positive and significant impact on the purchase decision, brand image does not affect the purchase decision. There are significant impact of product quality, perceived price and brand image of the purchase decision mediated by consumer trust in electronic products of Japanese brand.
